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Abstract 
In recent years, China has increased its support in the traditional cultural industries while governments at all levels 
generally begin to attach importance to local tourism and cultural resources, and make full use of existing resources to 
develop mining and take all kinds of effective measures to promote tourist attractions in order to have best performance 
and show charm. In this paper, through research-based SWOT analysis, qualitative analysis and quantitative analysis of 
the performance of the tourist attractions in China's tourism resources, we make analysis and research, and it can be drawn 
that the internal factors affect the performance development of the tourist attractions score of 0.65 points external factors 
of 0.35, can be seen in the performance of the development process to promote tourist attractions; the key is the 
development and management of the tourist attractions of the internal factors. On the premise of giving full play to the 
advantage of the attractions, we overcome the drawbacks, grasp the development opportunities in order to create the brand 
strategy of the scenic spots, and give full play to the tourist attractions of its own advantages. 
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1. Introduction 
Since the reform and opening up, China's continuous economic development and prosperity, along with the 
globalization of the international economy, China's tourism industry has ushered in the development space, 
and there is a huge room for development and development potential. In particular, the state has increased in 
recent years in support of the traditional cultural industries while governments at all levels generally begin to 
attach importance to local tourism and cultural resources, and make full use of existing resources to develop 
mining, and take all kinds of effective measures to promote tourist attractions to show charm. Tourism is the 
sum of the non-resident to seek the pleasant feeling of spiritual travel and during the tour all relations and 
phenomena[1]. In order to build our brand, tourism industry must be based on performance and development 
of existing tourist attractions in China, give full play to the tourist attractions on their own strengths, 
weaknesses, and at the same time to seize the international economic development trends, seize opportunities. 
Personalized marketing refers to the satisfaction of the concern of the people and the demand on the central 
location of the release of individuality and personality, with the market, gradually establish a new relationship, 
know the market trends and customer needs, as far as possible according to the requirements of production 
customers to meet customers' needs and tastes to meet the individual needs of consumers[2]. 
Coastal tourism research scholars also focus on the characteristics of the analysis of the sustainable 
development of coastal tourism product development, coastal tourism, marine tourism, culture, island tourism 
development in these areas. China's tourism resources have its own advantages, so we must intensify efforts 
to develop and fully tap the tourist attractions of its own performance. 
In this paper, through research-based SWOT analysis, qualitative analysis and quantitative analysis of the 
performance of the tourist attractions in China's tourism resources, analysis and research, it can be drawn that 
the internal factors affect the performance development of the tourist attractions score of 0.65 points external 
factors of 0.35, can be seen in the performance of the development process to promote tourist attractions, and 
the key is the development and management of the tourist attractions of the internal factors[3-5]. On the 
premise of giving full play to the advantage of the attractions to overcome the drawbacks, and grasp the 
development opportunities in order to create the brand strategy of the scenic spots, and give full play to the 
tourist attractions of its own advantages. 
2. Our local economy profiles 
Our local economy with the performance characteristics of uneven, due to China's vast territory and 
abundant resources and some parts of the economy is mainly limited by the local traffic environment, 
geographic location, etc. In view of this, it can not be generalized to hold an optimistic attitude towards the 
local economy with the distribution according to the actual trends and distribution of tourism resources. Table 
1 below is the major economic indicators for the local economy[6]. 
Table 1.  Major economic indicators for the local economy 
main indicators local economic zone the proportion of the national 
economy % 
Area /km2 5.65×104 38.72 
The total population /person 1779.60×104 41.91 
Local GDP /yuan 6948.85×108 52.74 
Value of export /dollar 323.35×108 72.57 
Per capita GDP /yuan 3.45×108 33.75 
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Budget revenue /yuan 520.12×108 37.19 
Actual foreign capital/dollar 54.85×108 45.63 
Local coastal areas in China have very rich tourism resources and tourist attractions. There are many types, 
which are the main tourist zones of the local tourism industry in China and also an important destination for 
the local tourism industry. Secondly, tourism management resource distribution in the region is relatively 
concentrated, and the rational layout is conducive to tourists sightseeing and they can enjoy the good times[7]. 
And space combination of these tourist attractions are very good, easy to develop into a comprehensive 
tourism venues. Local tourism management system has a good external environment of marine resources and 
weather conditions, while these conditions are able to develop the performance advantage of local attractions 
which must be based on local tourist attractions of its own advantage, in order to create and build the local 
tourism the industry's brand strategy. Table 2 shows the major economic indicators of the local tourism 
industry, which is conducive to the development of the performance of the local tourist attractions. 
Table 2.  Main indicators of tourist attractions of the tourism industry  
Project coastal cities northeastern cities mainland cities total ratio % 
Hotel number 339 59 46 55.32 
star hotels number 264 56 43 48.95 
A-level scenic spot 
number 
15 7 6 47.64 
Tourist arrivals 95.00×104 19.08×104 11.48×104 58.82 
Foreign exchange 
income from tourism 
65835×104 9040×104 6512×104 58.58 
Number of Domestic 
Tourists 
3000×104 1420×104 870×104 38.99 
Income from domestic 
tourism 
35500 10850 6500 44.82 
3. The SWOT analysis of China's tourist attractions performance 
3.1. SWOT matrix establishment 
Local coastal areas in China have very rich tourism resources and tourist attractions[8]. There are many 
types, which is the main tourist zone of the local tourism industry in China is an important destination for the 
local tourism industry. In order to build our brand tourism industry must be based on performance and 
development of existing tourist attractions in China, give full play to the tourist attractions on their own 
strengths, weaknesses, and at the same time to seize the international economic development trends to seize 
opportunities. Personalized marketing refers to the satisfaction of the concern of the people and the demand 
on the central location of the release of individuality and personality with the market, and gradually establish 
a new relationship, know the market trends and customer needs, as far as possible according to the 
requirements of production customers to meet customers' needs and tastes, and to meet consumer demand for 
personalized, competitive marketing methods. Performance analysis is based on the face of China's tourism 
industry and tourist attractions; this paper is based on the SWOT analysis method of qualitative analysis and 
quantitative analysis method by combining the performance of the tourist attractions in China's tourism 
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resources. By making analysis and research, we establish the following Table 3 showing SWOT analysis 
matrix. 
Table 3.  SWOT qualitative analysis matrix of tourism attractions management 
Internal strengths Strength  external disadvantage Weakness  
S1. Obvious advantages 
S2. Developed transportation system 
S3. Long history and culture 
S4. Rich tourism resources 
S5. Tourism economic potential 
S6. Tourism to bring vitality to the local 
economy 
S7. City government at all levels attach 
importance to the development of tourist 
attractions 
W1. the cultural background similar resource 
characteristics similar 
W2. urban economic concept is obsolete, slow 
economic growth 
W3. Developmental severely damaged 
W4. a single product, an urgent need to accelerate 
the development of new tourist attractions 
W5 source market is roughly the same 
W6 overall industrial concentration is not high, the 
structure needs to be optimized 
W7. Surrounding cities with intense regional 
competition 
External opportunities Opportunity  External threats Threat  
O1. countries continue to in-depth 
implementation of the strategy of revitalizing 
O2. Countries adhere to the policy of 
expanding domestic demand 
O3. By the State Council "to accelerate the 
development of tourism" 
O4. International and domestic tourism market 
heat rising 
O5. Government panoramic planning 
O6. Economic development planning passed 
by the State Council  
T1. Travel demand personalization trend is clearly 
T2. Tourism consumer fatigue 
T3. tourists influx of tourist attractions protection 
unfavorable 
T4. The contradiction of the natural environment 
protection and local pollution 
T5. Other leisure tourism alternative competition 
T6. Tourism development and protection of the 
contradictions 
3.2. Determine the index weight 
After the establishment of the SWOT matrix of tourism management and tourist attractions, in order to 
more effectively demonstrate the impact of various factors on the performance of the attractions of tourism 
management must be analyzed from a quantitative point of view. To this end, we invited experts in the field 
of tourism management to study on the importance of scoring, while 2,4,6,8,0, each representing a different 
degree of influence, 2 can be expressed as: "unimportant", 4 is expressed as "less important", 6 expressed as 
the "General", 8 expressed as "more important", and 0 as "important". After the experts give score, we use the 
theory to analyze, you can use the formula for each indicator, 0 the calculated standard deviation of Sj, Mj and 
opinions of the arithmetic mean of the coordination degree Vj. Then we can use the formula (1), (2), (3) of 
each indicator to calculate. 
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The significance of each equation is: Xij means the ith expert importance score of the jth index value. 
Under normal circumstances, when Mj  6 and Vj  0.5, the indicator through the filter was left, that is, 
taking into account the impact factors. After the scoring of a number of experts, all of the above indicators is 
to meet the requirements are taken into account, namely, affecting performance development of the tourism 
management of tourist attractions[9]. 
Various factors of the above indicators of the importance of scoring, after classification, were given a score 
to determine the weights of each of the indicators of the performance development of the tourist attractions of 
the tourism management. During the development of tourist attractions performance indicators pair wise 
comparisons, after scoring a number of experts, all of the above indicators to meet the requirements are taken 
into account, which is influential on the performance development of tourism management, tourist attractions, 
which can be applied to the analysis in this paper. General Saaty proposed a rate of 1 to 9 scales, as is shown 
in Table 4. 
Table 4.  Indicators of the importance of pair wise comparisons of quantitative values 
Scale meaning 
2 indicates the two elements compared with the same 
importance 
4 shows the two elements compared to the former than the 
latter slightly 
6 shows the two elements compared to the former than the 
latter obviously 
8 shows the two elements compared to the former than the 
latter strongly 
0 indicates that the two elements compared to the former than 
the latter is extremely important 
1 3 5 7 the median adjacent above 
Reciprocal  If the element i and element j the importance of the ratio of 
aij, then the element j and element i the importance of the 
ratio of 1/aij 
1 1
( ) ( )
n n
i i
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                                                                                          4  
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Through input analysis and through expert-level analysis software yaahp4.0.1 scoring results, we obtain 
the largest Eigen value by the software, and you can get the weight of the tourist attractions of each tourism 
management performance indicators developed. Meanwhile, through formula (4), it can be calculated to 
analyze the SWOT analysis matrix factor weights. 
3.3. Attractions performance development strategy options 
As the table shows, when they are reflected in the axis, you can get the performance development strategy 
of the tourist attractions, as is shown in Figure 1. 
It can be seen from Tables 5 and 6 that we should choose SO strategy to the strategy of developing the 
tourist attractions of tourism management performance. 
 
 
Fig. 1. Tourist attraction performance development strategy  
4. Strategy study of attractions of tourism management performance development 
From the above analysis, it can be seen that the main factors of the tourist attractions of the tourism 
management performance developed by: S1, S2, S4, the S5 and S8; W1, W2, W4, W5, W6; O1, O3, O4, O5, 
O6 ; T2, T3, T5, T6, T7. Thus, in the performance of the development process to promote tourist attractions, 
the key is the development and management of the internal factors of the tourist attractions. And we should 
give full play to the advantage of the attractions in their own premise to overcome the drawbacks, and grasp 
the development opportunities in order to create the brand strategy of the scenic spots, and give full play to 
the tourist attractions of its own advantages. 
By analyzing, we can make the tourist attractions of the following tourism management performance 
development strategy: 
(1) The development strategy of high-quality tourist attractions. To build quality tourist attractions, and 
give full play to the advantage of the tourist attractions, to speed up the planning and construction of a multi-
functional, more complete travel management service system. 
(2) To build the brand strategy of the attractions. Rely on their own tourism management and tourist 
attractions to create new tourist attractions and projects to complement and integration of the main tourist 
attractions. Establish additional golf attractions, cultural attractions, memorial, etc., and the main disadvantage 
of the tourist attractions to complement and integration. 
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5. Conclusion 
In recent years, the state has increased support in the traditional cultural industries while government at all 
levels generally begin to attach importance to local tourism and cultural resources, and make full use of 
existing resources to develop mining and take all kinds of effective measures to promote tourist attractions 
performance of the most good to show the charm. Through analysis, we can conclude that in the performance 
of the development process to promote tourist attractions, the key is the development and management of the 
internal factors of tourist attractions. By giving full play to the advantage of the attractions in their own 
premise, we can overcome the drawbacks, and grasp the development opportunities in order to create the 
brand strategy of the scenic spots, and give full play to the tourist attractions’ own advantages. 
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